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ABSTRACT

The report summarizes findings of a detailed study to
test the feasibility of determining whether want ads in daily
newspapérs are (1) an accurate reflection of local labor markets and
(2) of significant use to employers and job seekers. The studvy found
that want ads are a limited source of information about local labor
markets. They are of some use to private employment ageneies but were
of use to only a small percentage of the total number of employers
and job seekers in the two cities. Part One introduces the purpose
and other factors of the study and presents a synthesis of
information emanating from all aspects of the study. Part Two
describes six major investigations and the methodology used for
analyzing and coding ads. Three major sub~-studies were carried out:
(1) the content study, an in-depth analysis of the contents of all
ads: (2) an overview, an analysis of occupations, industries,
advertisers, and location of jobs; and (3) the volume study (charting
the number of ads, measurement of space inches, and a count of ads).
Chapters also are devoted to: the user survey; the employer survey,
and the job-seeker survey. Rll research instruments are appended.
Supportive data are tabulated. (¥H) '
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FOREWORD
* This report summarizes the findings of a study conducted by Olympus
Research Corporatien (ORC) under contract to the U.S. Department of Labor's

- Manpower Administratigﬁ to test the feasibility of determining whether classi- |

“

. r . . .
fied want ads in caily newspapers are (1) - an accurate reflection of local labor

. ma;kets and (2) of significant use to employers and job seekers.

The report is orgénized into‘two parts. Part T cbntaihs an introductory
?hapter and q_chapter éynthesizing information emanating from all aspects of
the studv  Part Ig contains detailed describtions of each of the majoé iqvest—
igations conducted by ORC and a description of the methodoidgf used'for )
-analyzing aud coding ads. The ﬁethodology portion (Chapter'B)'describeé the
methods ORC used to conduct three substudies dealing specifically wit; the
analysis-of want ads éhemselveé: (1) the éoﬂtent study (Chapter 4), (2).the
five-year overview (Chapter 5), and (3) the volume study (Chapter 6). Method-
ologies used in carrying out surveys conducted:-by ORC are described in the
chapters devoted to each survey: (1) the user survey (Chapter 7), (2) the

employer survey (Chapter 8),-and (3) the job-seeker survey (Chapter 9). All

research instruments used in the study are contained in the Appendix.
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PART 1

INTRODUCTION AND SUMMARY OF FINDINGS




-Chapter 1

INTRODUCTION ¢ C

-
- - » . 4 e

v

The classified "help wanted" sectiops of daily newsﬁaperé playeé a major

role in forging federal manpowér policy in the early 1960s. The underlying

..

ass&mption behindieafly fedefally sponsored manpower programs was that struc-
& ’ © .

tural imbalances in’the labor market was a majorﬂcause of unemployment."Accord-
. ) oo A .

ing to this theorj;'autgpation and ;echnologicai cﬁange had caused a decrease

o

in tne demand for unskilled laborers, a displacement of workers with "obsolete"

1 - o

s%ills, and an increase in the demand for skilled,wogkers in "new" oébupatibns.
The result was thoisands of '"square gegé" (unemployed workers) who could not fit-
into “'round holes" (j;bs). Thus wh;t was-needed was a masgfive training and
fetraining program to prepafe the ungggioyed and underemployed.to qualify for

"today's jobs." One ofsthe major pieces of supporting.evidenie for the struc-

£y
v

tural, theoty of uhiemploydent was the classified want-dd sections of major,

nchspapers. In city after city, regardless of relatively high unemployment

\

rate;; the Sunday editions of newspapers carried ‘as manf as eight“to tén pages

‘of hzlp wanted ads, many of them ¥;§ting job titles that did ndt'eyen exist -
.one to five years previouély. ?
Surely, Lf classified want-ad sectioné are an accurate reflection of

local labor.markets, the condition they revealed in thezearly 1960s tended to

1-1
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- o

svpport the 'structuralists.'" To this day, data emanating from classified

‘.
[

: -

want--ad sections are used to justify training in occupations "for which there

are reasonable expectations of employment' under the Manpower Development and

’
»

Training Act (MDTA) . The tendency has been, both on the part of the structuralists

7’

<

. . -of the early 1960s and many present-day mdnpower planuners, to take for granted

.

fhe validity of jobs listed in’ classified want-ad sect ions.

. Until now, however, no research Has been conducted to "go behind" the
8

, Want ads -- to determine if possible how many actual jobs are listed in the want
A ~

.ads (after eliminating all duplication), how many transactions result from these
e listings, in what occupations and in:Nstries they occurs or what want ads reveal
., (it anything) about occupational trends) specific locativns of jobs, wages,

» fringe benefits, etc. The’>question tWerdtore as to whether classified want-ad N

: s . . . . ) Lo « ..
sections. are indeed gn accurate rerflection of local laber markets hds not been -

.

e

-

-2

answereds In fact, whether it is possible to determine .whether want ads are a -

-

useful source of labor market information is still open to question.
‘ ‘ l ) . ' . 4 ¢ . . *
That want ads* must be of sovie use to thoserwio pay tor them -- emnloyer:
" . A K .

. .
. - . . - [y .
|4 »

and employment agencies —- Yers not prove that the objectives of job seekers co T

?

- . s
X . . .

(wvho may use want ads as a tool ir their job search) coincide with thosg of b
K » . : . . O L J.. bt
. employers and employment agencies (who advertise in tle Wiat ads). 'To the ex-
tent. that these objectivze® do not always coincide, the value of want ads’as a

-
- . '

reflection of occupatioral demand and as a tool tu job se-kers 9ctreuses accord- -

. - - >

3
s R

N . i ’ . - 4
ingly. For example: ©. .
£ . : s .
[N . : ’
AN ED! Do employers and employment agencies gioe want ads as a "come~on"

or lure.to job seekers for the purhose of refdistering as inany .

d N . ti o . . .
» individuals as possible ror future traansactions? ‘lo the cxtent S\
{
\Y} . ~ . .

~

that advertisery engzige in toeis pracoiee, the value ol wint ads,

L]

both as a reflection of real jobs available in the combunity and

: ‘ their usefulness to joli seekers, decreases. S .

h}
’
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{2). Do advertisers. use want ads for all jobs or just some jobs? If they

-

’

use them for only some jobs, what is the nature of these jobs? In

- {} _other words, to what extent do the jobs listed in want ads reflect

L

the total occupational demand of advertisers? ' . '

(3) What percentage of employers in a given'éommunitx use want ads?

a
3

. ’ Q ¥ .
(and to employers).

.

. (4) How many actual eqployment transactions take place as a direct re-,

,° ,sult. of wipa ads? 1In which industrial and occupational areas dd

-
L4

these transactions take place?

. (3) What kinds of valid labor market information are contained in want

) - -ads? Each want ad could be considered a "job order" or series of

B * r
¢ . I

Hob orders. What information about the "job" or "jobs" are con-

‘tained in want ads (specific occupaf%on, skills needed, educational

. \ .
requirements, wages, working conditions, fringe benefits, location,
dustry, etc.)? -~ , ‘
© (6) . What is the treakdown of want ads with reoard to employer ads vs

"agency ads, identifiable employers vs 'blind" ads, national ads

vs local ads, ads for out-of-town-jobs vs ads for-local jobs, etc.?

-~

" - .analyses of want ads have been made by the National Industrial Confercnce

)
-

Board, a few researchTirms and individual researchers, and public employment
scrvice agencie5. The Conference Poard uses a quantitative index of want-ad

volume as an economic indicator. Researchers have tested the feasibility of
using want ads to measure job vacancies™ and as a tool to identify ''shortage

T

-

lIohn G. Myers and Daniel Creamer, Measuring Job Vacancies: A Feasibility

. s ] ’ . re )
The lower the:percentage, the less want ads would be a reflectidn of

H

«  local labor mafkets, and the less use they would pe to job seekers =~

Study in the Rochester, New York, Area, 'no 97 of Studies in Business Economics,"

National Industrlal Conference Board (1965) .
6 . r - L

. | B *

~-




'~>

Q

ERIC

Aruitoxt provided by Eic: ]

‘occupations.”
&

-

BEST COPY Avaippr o

Most ‘ot rehese analyses have involved basically a count of want

-

“ads. For example,'ORCZ in its study of the effectiveness of MDTA in meeting

cmpioyers' needs in skills shurtage occupations, used want ads as un ipdicator

’

. 2
of occupational demand. Ads were categorized by 3 x digit Dictionary of Occu-

-

pational Titles (DOT) codes and counted. 'This information, together with other

L] [
indicators, was used to determine whether MDTA training was being conducted in
[ 3 “ o .

demand occupations. Employment service agencies count want ads for a similar

purpose; that is, to help im identifying demand occupations in which training

~ N ' 2 . -

programs might be conducted.
Nplresearch, however, has attempted Lo answer the questions listed ahove,

or to test the feasibility of answering them. Nevertheless, there appears to

be a growing skepticism rezarding the value o! want ads as an economic indicatgr
B S 0 34 ¢ ) @

. * 'Y . .
and as a useful tool to job szekers. For example, a YWashington Post article

quuted public officials in'both the District of Columbia and Maryland as ques-
3

.-

tiovning the validity of many ol the jobs listed in the want acs. Harvey Katz,

writing in the November 19/U igssue or The Vohinatonian, questions particularl: ’
2 RS lie Tkl | o -

. C . . . 4
Ltheavalidity of jobs listed Ly private employment agenc1es; Local manpower
S 1 v

vlanners survéyed by ORC in its "skill ghortage" study espressed_strong reser-

vaLipné about the value of want ads as a source of labor market information.
(R . LA . $ ) '

Yet the lassified help-wanted sectiuns ob Jdaily wewspapors constitute
[N . . ¥ * PR

the oingle wobt convenient listing of job vacancies co job seekers and the only oW

hd

pablic listing of job opportunities, with ty- »ossidle vxception of [lists displayed

* N

. - . .

.
a
s

[
’ . .

ULprus Research Corporation, Fvaluat Luw of the Erfectizons,s « '”Tnvtitu—

tional tanpower Trainiog in 2 eeLLnbrmelOV rs' QQ:dh in Skill ShorLJ‘* On_uﬂatJons,

o

‘prep arcd for tne *lanpower Adm%glbt.dtlon of the U.S. Dupartment of Labor, Final
Repnorf, June 1972, contract nod 33-49-71-03.
. | : .
3Tﬂm foehy, VEmployment Avoncies Dowy Docoption in Classificed Adea "

‘ton Post (hovember 6, 1971), p. B- ll

Wnshing—

Hari ey Katz, “Hurry! durry! Hurcy! Get Your Super Job Now," The Washiangtonian
(ovember 1970). o ' : ' .

N L4

.
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by some public employment service agencies, in any giVen labor market. #&s such,

their importance as a source of validl labor market information should be assessed.

.oVt
-~

Purpose of the Study °

With this'background in'mind, ORC - under contract to“the,U.S. Department

A

. - 3
of Labor, Manpower Administration'é/has conducted 'a pilot study to test the -

‘ feasibility of -determining whether classified want ads afe (1) an accurate re-
v . a o .

Election of locad labor markepé and (2) of significant use to employers and jou

seekers. ' This report summarizes the findings and- conclusions of the study.

4

| ) ’ . ot
It should be emphasized that the primary purpose of- the study was to test .

-5

N the feablblllty of determining the value of want ads. Whether conclusions can
be reached éq to the 31gn1f1cance of want hds.depends upon whether 1t is possible'

.to extract from want ‘ads .-- or by means of employer, private employment agency,
- "‘ 4

-

and "job seeker surveys ;- valld 1nformat10n whiich “can be compared with other

~ -

econOmic 1nd1cators} Another 1mportant factcr relatlnb to feasibility is the
¢ ] - +

resources it would take to probe the value oﬁ classified want ads on a natioawide

. basis. ° e .
¢  Because of the feasibility naturelof‘the study, 1its scope"was linited to
. » . ] A e

study areas, selected newspapers, and a five-year studyaperiod.' These are disZ
v % Y \ o -
. , ) F\lt‘(. : 4 v

* _ cussed below: . - C e

Study Areas . ' ) .o

’ . 3

The study was condutted in two labor market arcas, one d large qetropoli-

L] N . ., \h

Um-sized area. For .econowic rdbéons, tio dities.
. 3 « ’

‘tan area and the other a m
in which ORC offaces ar ated -- San Francisco and Salt Lake City -- were '

e

chosen for the study. The choice of cities where QRC pffices nrc“located
. . &

eliminated travel and per-diem costs and ensured maximum utilization of corporate

- ’

facilities.
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"Newspapers to be Sctudied N
Because -Sunday editiuns of newspapers generally contain 22 percent of all

waul ads appearing in daily editions of newspapers during any given week, only .

the Sunday editions of class{figd @antmad sect;ons‘were studied, ‘Ihg'editionf
chosen was the second Sunday of the month,
In Salt Lake City, both daily newspaﬁers'arelprintéd on the'uamelpress
and carrysthe same classified adé, even though their ownership is separat.. The
IEEQEQE_;S the only paper phblished on Sunday in the city, thus it automatically
o beéamg a subject of the study.

In the San Francisco area, there was a choice between the combined. San

. Francisco Sﬂnday Chronicle-~Examiner and the Oakland Tribune. ‘Although the

. . ) '~ _ vl
Cxaminer fvhich serves the entire Bay Area and has the fifth largest circulation

in the country), ORC optad éor the Chronicle-Examiner. .If the major purpose-of

the study was to collect inlormation about a dofined labor market area —- or

i

AN area within an area -- the I[ribune would be the logical ehoice.  However,

B . v ©

S since the major purpose oi the stuldy was to test the feasibility of determining

. ‘

- " . o
the value of wanf ads to manpower planners and job &cekers in a large metro-

o
-

politan area, the Chronicle-E:iaminer seemed to he the- better choice. The

Chronicle-ixaminer has three timees tue circulation and three times the number

of want ads as the Tribunz, aud is distributed thrcughout the five-county SHSA'®

and the seven-county ,Bay Area.

-

tuus the papers chosen for the study were the Salt Lexe City Tribune and

» 2 e .
the Saun Francisco sunday Chronicle-Examinzr,

Tue San Francisco Chronicle-Zxaminer: An interview with the managervof
_ : ¢

the classified advertising department of the Chronicle-Examiner revealed the

following:

15 o =
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--The newspaper has a circulation of‘close to 640,000.
A ‘ --Fach Sunday edition contains an avérége of 900 he1p~wanted'uds on an

average of 8~1/2 pages, nine columns to a-page.

--The cost of advertising in the Chronicle-Examiner is three times higher
than the Oakland Tribune.
' X . . o
—--The greatest cash volume comes from advertising agencies performing

national or area-wide recruitment for firms.

~-Since May 1972, ads gre organized as follows:

i #310 ~ household help wanted B
C#310-1 - househoid help wanged{ agencies )
#333 - help wanted
f /3331 - couples
#333-2 - temporary agencies 0 "
'#333—3 - agencies
-—Previods to May 1972, édé were organized as followsg.>w
- #300 -~ helyp wanted, women’
#300-1- - témporar? agencies .
#300-2 = agencies |
- #310 - ‘househoid help
.#310—1 - houschold.help, agencies
) ' ° ff #3261‘ - help wanted, men and women '
#320-1 - naln waated, couples
350 - nelp w;nted, men
#350—2. - 'help wanted, agencies

--The newspaper has a policy against any reference to race.
-~Though the law explicitly prohibits mention of agu and sex, the paper
does not regard itgelf as a law enforcement agency and permits advertisers

e

to use whatever langudye they wish.

Eﬁqk; | ’ - [" 16
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-~-Ad takers are asked to start the ad with an occupational reterence.

[t is also the policy of the paper -to put "sules" in corner of the ad
if there is a sales element.
~-Ads are listed alphabeticélly by occupation. : _ .

--All sales ads should state the payment system; e.g "commission' or

L
"salary."

The manager émphasized that the.paper does not prohibit refergnccs o
ruce because 'Lt is against the law," but because it is "against newspaper
policy." All advertising is ;egulated by the California ﬁusiness and Prolessions
state code. "1t has not been determincd, to the satisfaction of the newspgpef,
fhat newspapefs are culpable under this code. The newspaper dges,offer, howeQer,

a reward of $250 for~iqformation leading to the exposure of false advertising.

ORC requested permission to interview ad takers to determine the kind and

amount of training ad takers receive, how ads are worded, and what role the ad
taker plays in theé actual wording of the ad. This request was based on the fact -
that many emplovers, especially si:aller ones who have infrequent needs tor staff
' . 'S L4 . .
. d d 9t ", e L
recruitment, are not knowledgeazble Lt placing job orders or in making thgirc -
. * ' . a - . c L ° S .

, 1Y e

wishes known. major portion of employmeant service staff training, for example,
is directad toward helping® eaployers pldce job orders and eliciting from thenm
) 4

the kinds of information thae facilitate matching workers with jobs. lhe hypothesis

Llc-;
” . ) -
was that eiiployers who call neuspapecs hawve similar predlens, and that Lue ad
N - .
taker 0w have a signific:t el fect on the natuc and amount of inforzallon in-
cludod Futhe ad,  ORC's cenuest, however, Lo luterview n:wspaper per-onacl wias

rojocted. ‘I'he newspaper has done no research on its own into the content of

“want ads.

7

17
ERIC |
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The Salt Lake Tribune. The Sunday edition of the Salt Lake Tribggg‘has a

circulation of 182,955,5 covering most of Utah éng southern Idaho. Its classi-
;fied section carries want aus in the following categories (all headings according

to sex were removed in May 1972):

#10 - he}p'wanted (formerly '"female')
#10A -  domestic serviées a
#11 -~ women want work °
= | o #12 - nuéseries (ghild care)
#13 -  help wanted (formefly.”male ?nd female")
“#14 - - employment agencies
f14a -  temporary work
#15 - help wanted (formerly ''male')
#16 - sales help | |
1 - I'men want-wofk-
#18 -  schools training
#19 -  Dbusiness opﬁortunities

The Tribupe requires that all help-wanted ads must state the nature of the work.
- Sales help ads must name the'product to be sold and must state Whether the pay

is salary or commission or both.

o

Until Apfil 1972, agency ads were Llistgd .in the¥r own section (l4). Agencies
- )5‘ : » . ., .

are now allowed to list sinzle job ads in -the other sections, provided their

names indicate that they are agencies or that they explicitly state that they are

agencies. The Tribune also requires agencies to state thae types of jobs they

A . .
are advertising and claims to police the validity of the jobs listed.

-

5This number .inzludes recipients of Salt Lake City's Deseret News who

; receive the Tribune ‘on Sundays because the Deseret News has no Sunday edition.
) o - .
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Period of Study

Analyses of want ads were made for the five-year period 1968 vto 1972, A

total of forty separate analyses (quarterly analyses ol two newspavers, or eight
o - o : ’
- per year for five years) were nade. Thisg provided a sufficient period of time

. to correlate the want ads with economic fluctuations in the two luabor markoet

reas, Weekly counts of want -ads ard number of inches of want-~ad columns for

the five-year period were obtained from the San Prancisco Chronjcle=E.iuiner but

not from the Salt Lage Tribune, - ’ .

Study Design

The methods used to carry out the specific objectives of the Study will

be described in each of the subsequent chapters., This section dascribes in

"

broad general terms ORC's approach to the study. Six‘hajor_invéstigations were

conducted: (1) want-ad content study, (2) five-year overview of want ads, ° s ‘

(3) the'volume study, (4) user survey, (3)- employer survey, and (5) job sesker

survey. In addition, ORC reseaxchz=rs conducitd p:rsonal interviews with rep—
resentatives of private employment agencies and their associatiors, managers of
the classified soctions of the two newspapecs, and revwresentatives of law enforce-

~ment agencies (Federal Trade Commission, California's dttorney general's office,

-

the oifice of the California consumer counsel, 1nd ihe San <rancisco disirict

attornaey's office)., Because thz bulk of th: repart including Ltu.2joc findings
g ’ .

ki

and conclusions, are basad on the six mrjor ivtestigetions, <ach of the six is

desveribed briefly in this section.,

o Wagt-Ad Content Stu.ly

EA

' The purpose of the "content study.' was to determine what kinds of informa-
- S - ‘
tion (and how nuch information) pertaining to jans is contained in want ads.
’ .

There are approximately 900 want ads in each Sunday edition of the $an Francisco

| 19
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Chronicle—-Examiner and 350 in each Salt Lake Tribune. Quarterly analyses of one

newspaper per month over a five-year period would amount to analyses of 25,000
coded lines, The sheer magnitude of the volume coupled with preliminary attempts

to extract data from ads led to the conclusion that it would be more productive

[}

and enlightening to perform an in-depth content study before performing ‘the

fiveryear overview.'" Using a small sample, ORC mwade an attempt to extract
. a

every possible piece of information that was available pertaining to jobs through

want ads. The design of thé five-year overview was based on thé results of the

content study.

The newspapers selected for the content study were the September 8; 1968,
and September 10, 1972, editions of both newspapers. Every ad in tﬁese four papers '
is uéed, numbered, and coded. Every occupation.listed, including those iistea
by privatevégencieéi is coded on a separate line of. the coding sheet, .

v

In effect, what the content study does is to treat:each.job (not ad) listed

hand I

« - \ b )
in the want ads as a separate "job order." Every piece of information which a

.yood job order should.contain is listed across the top of the coding sheet.

o~

Each ad, numbered, is listed on the left-hand side of the sheet, Whatever in-
) . . / .
formation tiie ad-contains (or does not containr) is coded in the appropriate. -

- H
-

column., * " .
s ' e

1 ‘. 1 : H > g ¥ . o , . .
Although tihie original purpose of the concent study was to provide a basis

. . .
for the design ot the five-year ovegyiew, its roesults ~-- from the point of view

ot the feasgibility aspects of the study -- are nost significant,
' .

Fiva-Year Overvizw

The content study requi}ed coders to code forty diflerent pieces of infor-

mation about jobs listed in the want ads. Tihis is a time-consuming and costly
v
process,  Obviously, it would not be possible to code this many items for forty

4

newspapers. Based partially on the results of the content study and partially on

-

~[ R0

ISR
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the resources and time available . to perform the study, the five-year overvicw

‘of forty -newspapers (twenty San Francisco Sunday Chronicle-Examiners, and twenty

salt Lake Tribunes) coded the following information:

--Jddvertiser . '
-~cmployer

~~Empluymeﬁt agency’
—~Bordered.ads (national ads)
--Noa help wantéd
--Unknown
--Location ) -
-=-San Francisco or Salt Lake City
--San Francisco or Salt.Lake City SMSA
o : - ‘

--Beyond above

. —=Unknown

~--Occupational code (three-digit survey code, if possible) :
i --ladustrial code (51t two-digit code, if poussible) .

Excludeéd frum the overview study were private employment azency ads (that

~is, ads appearing in the private employment agency sections of th: want-ad

‘colunras; private employment agency ads appearing in the regular rection of, the

1

©vant ads counted but not coded), and ads which were for jobs in areas outside

e SM5A5 (the latter were also counted but not codud) .
LS

.
i

T¢¥e out-of-town ads were vieluded becauvse the overviow data re that

s

2

ool were carpared with objective labor marhioet infornetion for the two SH5As.
! : .

) s . il
it2 rajor reason for the exclusion of private agency ads is thal it was impossible
to separate the "pure advertising' aspects of private agency ads from whatever
tetual job  are listed.in want ads by agencivs. This subject is cxplored in

Jetail in Chapters 2 and 3; suffice it to say here that one of the major reasons

private agencies advertise in want ads is to advertise themselves, or to call to

Aruitoxt provided by Eic:
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the attention ot jbb seekaers the services offered 5y their firhs. There is no
way‘of knowing how many jobs (if anv) private agency ads represent. Although
state law in both California and Utah requires that for every job }isted in the
want ads‘by a private agency, the agency must have a job prder on file in its .
office, ﬁhere is no way of knowing whether there is one or fifty job orders for

the job(s) listed. Moreover, it is not likely that investigations by law enforce-
A\

3

. »

ment agencies will be made of agencies unless their ads are so obviously "lures"

. / ' .
that they draw attention to themselves, or unless job seekers g}le complaints

against the agencies. Both circumstances are extremely rare.

/

In addition, employers who use private agencies often use more than one,

’ A +

thus causing dupiication of jobs listed in the want ads. "Job develcpment'

activities by agencies also cause duplication. Job development generallly con-

. - .

. . . . ) .
sists of agencies calling employers and requesting listings. Since several

L s

agencies may (and usually do) call the same employers, the same job orders are

-

apt to be filed with each agency that calls. Thus the same job order may appear
in the ads of several different agencies: and as an employet ad in other sections

of the want ads.
1A L4 ! . i
For these reasons, it was decided to limit the overview to those ads '
» . : .

b ’ . - v
a ‘ * -3

listed by employers. '

The Volume Study

The San Francisco Chronicle-Examiner provided ORC with weekly counts of

want ads that the paper providzs’to the llational Industrial Conference Board.
URC used these_fqr the second Sunday of the month. Similar counts were avail-
able from the Salt Lake ziiﬁiii’:bﬁt were not of much use‘becnuse of 4 change
_iﬁ the papef's policy regarding ﬁ;iv;te employment agency ads.

In addition, in both cities the volume of private agency, vmployer, .and

national (or "bordered") ads was measured in terms of both sheer numbers of

-

[~ 22
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ads and space. ‘The volume of ads by number was computed on a quarterly basis;,

' .. 0

by space on a monthly basis.

The degree ol correlation between unemploymeut rates and cach ot the want-
ad volume measurements (by category -- private agency, employer, national ads)
w&fﬁmncmmu?d.

rhe User Survey

The term "user" refers to those employers who use want ads to recruit

workers. ‘The major purpose' of the user survey, was to detcrmine how many ads
resulted in successful transactions as a direct result of want-ad advertising.-
. . _ -

e

In San Francisco, ads placed by employers (who could be identified) were clipped
from four newspapers -- December 10 and December 17, 1972, and January 7.and
January 14, 1973 -- and placed on file cards. The cards were then taken to the

Department of Human Resources Development (employment service) in Sacramento
‘ _

to obtain the SIC code and the size of firm for each employer. The same process

, .

was followed in Salt Lake City, except that the ads were clipped fro- iour

m order to enlarge the sample of users, nonagency ads which did nol identify

the employer were clipped from the Jad&égy 14 edition of the San Francisco’

Chronicle-Examinelr. Using telephone books, a publication known’ as Contacts
7 . . T

.oy 7 . ' : - .
tnflusntial,’ and direct calls to those employers who listed only telephone num=--

.~

bers, an effort was made to identify additional cislovers. This encry efford
g ' . ;

resulted in enlarsing the s wmple from 288 to 541, Unfortuanately, tio: linioition
. LN

e e e —— e

Prior to wid-1971, the Salt Lake Tribune, like the San Froact.:o dhoonicla-

Framiner, required that all private agency ads appear in a special section of the
want ads. After mid-1971, private agencies werce permitted to advertise individual
Jobs 1in regulgr sections of the waiit ads« The result was that the count of pri-
vate azencies als quadrupled between 1970 aerd 1972,  Previous ro mi'-1971, 2
private agency would Iist all of its jobs in one larte ad; after mid=1971, a
private agency might purchase several small ads Lo list its jobs, '

: . : : . . : P
7A‘San Francisco publication which has an index of firms by address.

— - R3
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of time and resources excluded the possibility of repeating -this process for

)}

the other three editions of the San Francisco paper and thgifour cditions of
the Salt Lake Tribune. The prbblem Qf'identifying eﬁployers from want ads is
one thaﬁ gces to the i.eart of the feasibility aspecis of this study and will be
- discussed in detail in Chabter°7. 3
A letter éna questionnaire was seat to each identified employer. The
pertingnt ad was replicated on the face of-the'letter. The questionnaire con- ~
tained ten questions, each of which the employer could answer by simply making
-ra check in designated spaces. In developing the questionnaire; ORC oéted for
simplicity and information directly related to the study (no open-ended questions)
.in or&e‘ to improye'the rate of response. Judging from the returns, tﬁe defision _
was valid. Ihe return ‘on tﬁe original letter (without any follow-up) was about
65 percent. After follow-up letters and phone_Falls weré ﬁade to nonrespondents,
v - v

the return increased to 72 percent.

. . Employer Survey

The user survey included only employers who could be identifi:d as users
of wént ads and was designed ,primarily to ascertain.th number‘of ads that effec~-

tively proQided a ﬁétch. Tite purpose of-tﬁe "eﬁployefz\%ufvey was to dgtermine
(if possible) the extert of want-ad use by emﬁloyers in general. Random samples
of employing units (bQO in San Francisco; 300 in Salt Lake City), stratifiéd.by

s o smnloyer size and major industrial division, were selected. A lettoer and twé—

' Dage queatioﬁnaire was mailed to the 900 amployers. Thc}questiopnaire contained
rour quastions, eacn of wnich could be answered hy a check (of checks 'in mulpiple"
nart questions) in designated spaces. Follow—-up letters and telepiivone calls

: T

were made to nonrespondents. The final return was nearly 75 percent.

Job Secker Survey

With the cooperation of employment service offices, ORC carried out a

* survev of job seekers in such offices in San Francisco and Salt Lake City.a In

[ =24
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San Francisco, the survey Yook place in two central city ¢or "main") offices:

. l‘) ' ' ’ :
industrial and service and commercial and professional. In Salt Lake City, all
covupations are cumbined in one central office, which is where the survey took d\

3 : _ _ : .

place.

ORC- researchers spent three days in each of the two San Francisco offices
and_two.days in the Salt lake City office. 'The attempt was ﬁade.to éurvey every -
applicant who came-into.the three offices whiie 6RC researchers were on ;ite.
ORC researchers handed out self—coﬁpleting forms to applicaqts waiting .n line ,
who-were examining oben job orderé or waiting to be called for an interview. In
addition, employment service stafi gave the forms to job seekers and Fequested
that- they fill them out and leave them at a well-marked desk, assigned.by the

employment service .to ORC while the’ survey took place, 1In addition -0 the self-

completing forms, researchers conducted in-depth personal interviews with a
@ . . )

‘sample of the applicants. The major criteria for selecting applicants Ltor an, . »

in-depth personal interview was a "yes'" answer to the following question: Did
P , y ving q

you ever in the past five.years, respond to any jobs listed in the uelp-wanted

. | RS 3
cOlumn uvf any newspaper? .

The purpose of the job seeker survey was to ascertain the exteut to which

job seekers use want ads; their success or lack of success in finding jobs through

-

want ads, and their general opinions of want ads as = job=-seekinyg tool.

Ih‘dqn Franclisco, ORC received a tolal of 540 sali=complaecing Jormz, 4

Y
-

peuple vere interviewed, and-thev described 81 incilcats of vasponding to

- . o

Uspécific ads. The corresponding ficures for Salt lLake City wezre 306, vith 34

interviowed, reporting on 38 incidents.

roblems in Conducting the Want-Ad Study

ORC's propesal to the Manpower Administration to conduct’a waut-ud feasibility

study was, like most proposals, extremely general in nature. The proposal stipulafis




" . -
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that ORC‘wolld "analyze'" want-ad section$~of newspapers and-'interview" or
. . v

-

"survay" employers, job- seekers, and employment“agencies. Exaptly how these
tasks wdq;d be carried out was left to the design phase of the project.. ORC-

n - N .
researchers soon discovered that they,were dealing with a subféct that had'qu

been explored previously. Tasks whick had ‘séSmed simpie enough when thé'ﬁrdﬂ )

-
-

\\\posal was prepared turned out to require far greater resources -- both in terms

v, e .

- ) %‘ . " ) . . " . .
of funds and personnel-- than had been-anrticipated. Because considerations sudh
as these have an important bearing on the feasibility of carrying out a study

of want ads on a scale much wider than this "pilot" projectsy they are summavdzed -

s
- a ¢ -

below. It should be.emphasized that problems relating to the substantive aspects .

-../ . .
of the study will be giscussed-in the main body'of the report; the prpblems out~ - .

o ' T ey P - s’ .
lined in this section have to do with the administrative feasibility of conducting
- . . { - :f . “* y .. ) <
- an in-depth study ‘on want ads. _ . - . . S
P ¢ . ’ ‘ | )
Raw Materials " , @ -

. » / -
L) 1 -

One of the first problems confronting ORC was how ‘to obtain the raw mate-

. rials necessary to conduct the study. The basic raw materials required for this

study were thz five years' worth of.Sunday classified helpzwanted sedtions for

. ' . - ) 4 . ’
two newspapers. The newspapers themselves, of course, were not available.

Libraries had copies of the papers on microfilm, but'in order for these to be ¢

t .
- -

- useful for research purposes, the want-ad "sections.had to be reproduced on . -

1 . -

’

sheeats that could ba;handled by coders in“the office. After a great deal of

-

negotiation, the San Francisco Chronicle-Examiner ads were teplicated into work-

able 3Heets by means of a special pbotocopying machinéjat the San Francisco
Public Library for $0.25 a sheet, or aboqf $2.00 a newsSpaper. ‘Hou@vcr, ORC/per-
sonnel had to do the time-consuming work,themselveé. Since no such machine
exists in salt Lake City'publicilibraries, ORC checked the possibilities of Qaving

the job done commercially. Cgmmefcial rates for this service, however, ranged X

from $2.00 to $15.00

+

a shteet —- far beyond the study's budget. Again, after

‘ e |71 26
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~

much negotiation, the Marriot Library at the University of Utah agreed tc send
microfilms.of' the Salt Lake Tribuae classified want-ad sections (in six-month

batches) toSan Francisco for veplication #t the San Francisco Public Library.
: | . \ | . .
The microfilms were then returned to 3Salt lake City. ! i

°
<

These problems caused delays in the study's -time schedule and cost the

K}
project approximately $215 not included the staff tize spent on negotiations.
with newspapers, libraries, dnd commercial -photocopying firms, and in repro-

ducidg the sheets. T1f a full-scale, historical study of want ads *as to be

 conducted nationwide!, the dcquisition of the raw materials necessary for study
. . [} . 4] *

wauld present formidable problems. ' . : .

’ ’ . ’ “ ' *

Coding Problems

n

At the time ORC presentgd its proposal tq, the Manpower Administratidn,

. 11ttle tnoughb\ﬁad been given to the amount of time it would take Eo analyze ana

5 -
code ads, or the problems that accurate coding would present. Before hiring

~

researen uss;stunts who would be assigned the task of coding ads, an u¥periment
Y -
,was copducted with five ORC stafl members who are experienced in dealing with
labor market information. ~Each member was given an identical sample of’ help-

wanted ads from a current newspaper and a .coding. sheat, and were asked to code
~ L, : v ‘

each ad for the following: - (1) advertiser, (2) occupation, (3) industry, and
(4) location. It took each iadividual an average or about three minuces to code
i »

cach ad, but’ when sheots w(rg exchanged and checked -or consistency. it was

- , . ' . . T Lad .

round that dlscrepancles cx1ated in more than 39 perceut of rhe ads. If this

could happeu when pédple espuricnced in dealing with labor market indormation
i . _ | .

were coding ads, it could be anticipated that wnen wnkxperienced reseacch assis-—

tants undertock the assignment, the rate of discrepancy would increase substantially.

v yI'hz solution was ‘refinement of the ¢odes (or raking the codes as specific
. ' .

as possible), eztensive training ‘ot rhe coders, and quality comtrol. The re-

s . \

finement of the codes and instructions to the ccders were qpmpleted before the

. - <
\ . i .
c - <7

.
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€ A

coders were brought on boaréﬁ ORC hired an dccupational analyst and expert on

v

'Y <+

industrial coading as a consultant, to help prepare the Yinal research instruments

and to help ‘traip the codefs. The four coders who were hired were given forty

td

hours of intensive training,.during which they checked each other's ads and dis-

[y
.. .

cussed all discrepancies. - When the coding actually began, a quality control
~system was- instituted, consisting of regular cross checks‘by staff members of
b o :

approximately 10 percent of each other's work. Partners.were-exchanged regularly.

Argaé of disagreemeqf bgcamé subjects for general.discussioq, and errors were
analyzed aﬁd corrgétéd. In-addition, about half way through the coding éfzthé
content study, the consultant meptioqed.above was reta%ned to check the coding'
ndoné“to;dété-fo} accﬁracy. The fesult-was that er?oré were reduced to”0.00Z

‘percent. ‘ .
g . o o
Accuracy, however, takes time. ORC estimates_that it tuwok coders five
minutéé per'coded‘line! or a tot;l of 532 hoﬁfs to pérform'the'contentlstudQ.
Thg overview topk‘approximately ;hree minutes per coded line, or about 1;069
hours. One factor that added to the time was the éheer ;edium and difficulty of
reading the small_print wpicﬁ‘reQUired ffequent bfeaks. Cbunting training,
quality control, and certain clerical duties connected with coding, thié trans-
lates into a fofal of 13.4 man-months forﬂfour coders to perform the content
.study and the rive-year ove?viuw.: Originallj, ORC intenaed.to'analyze all sixty
.editions,bﬁ'eqch paper for tﬁe five-ycar overview, but this would have taken an’
additional 8.6 man-months, nore than_the project could afford both in terms of.“ 
Lime and funds. Moreovér? it soon bécaﬁe apparent . that analyses of 120 news-
. ‘ ' o
napers woiuld. add nrothing, of significance -- other than sheer volume -- to the
study. The decision was made, therefore, to reduce the saﬁple_from 120 to
forLy ngt§oné'of the two,Hewspapers. |

Substantive problems regarding coding will be discussed in Chapter 2,

This discussioun relates solely to the resources required to perform analyses of

[T =8

€.
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want ads -- a question which has a bgaring on the feasibility of coﬁducting a
_stqdv of want ads on more ghan just.a éilot basis.

. _Clerical Work Load .

- Tﬁg'original proﬁosal.stated that OKRC would interview two gropp% of em-'
ployers {(users of want ads and employers selected at randow) and job seekevs.
-Dﬁring the dgsigu phase of the project, however, it became apparent that Lif
- the employer sgmplés were to be significant, wail surveys would.be necessary.

- The.mail surveys, especiall& the "user" survey, more than tripied the project's
clericél work load. Asiae from the usual mailings, second mailings, and télephope
. follow-up, the user survey presented certain prbblemsrthat.were pnidue._ The
design called for a Sdmple_of 500 user employers to be survefed in San Francisco
and 300 in Sait Lake City. - Pptential-éds were clipped'ﬁ;oﬁ four editionsnof
each newSpaber and pasted on file cards. Those ads which identified fhe employ;p

were sent to the employment service to be coded for SIC code and size of firm.

In San Francisco, using the publication Contacts Influential, O2C masie an atteapt

to identify the employing units of those firms which listed only addresses. Phone
calls were made toafirms Which listed only telephone numbers. Depending upon the

' employer's preference, either the form was filled out Qia thélphona conversation.
or mailed to_the employef. Theladditional employers identified'through the

address search and telephone calls were also forwarded to tiie employment service

for coding by SIC and iadustry size. ’

i

All this required far mure clerical work than had been anticinated. As a

cohsequence, ORC had to altar its personnel plans aceordingl .

Summary
‘__._.—.__&-
The report that ¢merges is the most detailed study of want ads ever

‘attempted. "Its results indicate that want ads, as presently handled, are a limited

: . 29
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source of information about local laber ﬁarketsﬁ As a recruitment. tool, they
are of value to a comparativel; small group of employers. As a job*seeking
tool, their value is seriously impaired_by,inadequate’and inécéurate job'infor;
mation, by poor organization and stratification in the ﬁewspapérs.' However, -
the‘resu1ts are not by any means totally negative, ﬁo; can thg‘same conclusions
be applied (in all cases) to the two labor“markets. Moreover,’because this study

. is the first of its kind, there can be no doubt that some of the techniques de-
veloped and used by ORC could be improved, and in some’ cases, the ap;licatioﬂ of
totally different techniques might have yiglded better information.

Nevertheless, the study should be of use to manpower planners -- especially

-, . those at the local level -- in extracting as much useful information as possible:

from the classified want-ad sections of the daily newspapers. Ac the same time,

4

it -should serve to alert p]annéps to the dangers of basing major decisions upon

labor market information emanating solely from want ads.
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Chapter 2

ANALYSIS, SUMMARY, AND CONCLUS1ONS - »

All of .the major analyses and surveys conducted by ORC are-dascribed-én
Chap;ers ? through 9. These chapfers, r;pieat with backup statistical.tables,
contain detailed desériptions of the methodologies used and e#amine in detéil
every possible piece of intormation that can be exgracted from analysés of
"waﬁt ads ahd surveys of emplgyers and job seekers. .This chapter draws informa~
tion from each .of the succeeding Part IL chapters in order to answer the basie
rwuestions posed by the study. Statistical tables are kept to a“minimum'and,
wherever possible, are inteérated with the text. The purrose is to syatheslze
in?ormatioh eﬁanating from the six major investigations condudted by 6RC._ 1t
is intended that this chaptef, toggthewaith the introduction Lﬁat prgcgdes i;,
can.sténd on its own as a summary of ORC's fin@%nés and conclusions.

In 3ddition; in this chapter ORC discususés sepafdfely the use of want ads
by private employment agencies and the roles of v%rjous 1aw enforceiment agencies
in eniorcing laws which may apply to classified want-ad advertising. .Beéause'
oi the problems posed to the researcher by private agency use ol want ads, Lhig
subject is treated in a éeparaté section -- the first section’'of the chapter.

The roles of law enforcement agencies are included in the section on the use of

want ads to job seekers.
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Rasieally, the want-ad study is directed toward determining the teasibility

Y L]

of .nswering three questioﬁs; (1) Are want ads a true reflection of the sample
labor market? (2 Of wﬁat use are want ads to émproyers?h (3).Of whag use are
want gds-to jﬁb seckers? This chapter attempts to answer these questions, ié~
gluding the feasibility aspect; of each. Tt is divided into;five sections:

(1) use of want ads by private employment agencies, (2) want ads as a reflection

of local labor markets, (3) use of want ads to employers, (4) use of want ads to

job seekers, and (5) summary and conclusions.

USE OF WANT ADS BY PRIVATE EMPLOYMENT AGENCIES B
o ° ’ ’ 'r-,.\ :'

[t must be kept in mind that for agencies and organizations that act as

intermediaries between job seekers and employers, classified want-ad sections

are a form of advertising. When employers buy space in the want .ads, the
majority are assumedly desirous of finding qualified applicants to fill -existing

job vacancies; this is not always true (see below). Private agencies, on the

otuier hand, égz be seeking yualified applicants to fill specific jobs, but they

are also buying space in the want-ad columns to advertlse themselves, or to

atiract applicants to their offices.

*

To gaiu sqme insight into the question of the purpose of the use of want
ads by agencizs, ORC contacted the president of the Association of Employment -
Agencies of Nortnern Calitornia. He suguested that OUL rescarchers meet with

representatives of the association. lhe neeting was arranged for Tihureday, May

., at 7:30 p.m. in the coifices or a San Vrancisco ntembar agency.  Stven repto-

seniatives of the association attended, in:luding e presidenl, a me